Purpose of the article One of the approaches how to create a concept of a brand is a form of identifying association network in the mind of the consumer and creating semantic maps composed of all associations that are largely shaped by cultural values of consumers. Methodology/methods In the first phase, the author of the study was detecting the associations connected with the Mexican brand alcoholic beer Corona Extra using focus group with a sample of 15 respondents (Slovak students). In the second phase, she analysed the data found in the context of Slovak cultural values and compared them with the results of the secondary research (German and Spanish students). Scientific objective The article highlights the importance of understanding cultural values of the target market for the management and brand communication across cultures. The main objective of the survey was to determine how the Slovak respondents perceive selected sample of global brand, to compare the findings of a secondary survey conducted at German and Spanish students, and in the final phase of the research to analyse the data found in the context of the cultural dimensions of respondents. Findings On one hand, the associations formed by consumers about Corona Extra mutually differ depending on the countries surveyed. On the other hand, they correspond to the cultural values of the nation, and thus confirm the strong influence of the cultural aspects of the brand perception. Conclusions The presented article confirms, that there will always be an open space for the extensive research in global marketing and cross-cultural differences in consumer behaviour. Exploring cultural aspects of communication of global brands will benefit not only in terms of increasing the efficiency of advertising campaigns, but also for the mutual knowledge and understanding between cultures.
Introduction
The brand holds its strong position to prepare an effective marketing mix, but especially in developing marketing communication of a company. In the past, the brand was used particularly to mark the product of the national manufacturers. Today, the brand has a much wider remit. It allows creating the perceived uniqueness of a product or service, distinguishing the competition while establishing intangible value in the form of consumer's trust and loyalty. Added emotional benefits or values provide product own identity (De Mooij, 2004) . On the one hand, the brands are created 'artificially' by marketers to label products or services visually. On the other hand, the brands create some links through their communication, ideas or associations in the mind of the consumer, which largely influence consumer decision-making process. And to the extent, that the consumer often decides because of the brand, but the functionality of a product or service.
One of the approaches, how to create a concept of a brand, is a form of identifying association network in the mind of a consumer and creating semantic maps composed of a positive as well as negative associations (De Mooij, 2010) . The association includes the brand name, visual processing tags, attributes, benefits and values as well as the place and the opportunity to use the product or service and others.
We assume in our article that the trend of convergence of consumer behaviour has not been confirmed worldwide, and we also agree to dispute the existence of groups of people across borders who share homogeneous values, needs and/or requirements. We agree that the needs of the population may be universal, but attitudes, motivation and manifestation needs of specific consumers at varying rates differ and are influenced by cultural values. Brand and its communication must, therefore, reflect the values of people and their cultural differences that are a precondition to create a positive relationship between consumer and brand.
The presented article highlights the importance of understanding and acceptance of existing cultural values of the target market for the management and brand communication across cultures. The main objective of the survey was to determine how the Slovak respondents perceived selected sample of global brand, and to compare the findings of a secondary survey conducted at German and Spanish students, and in the final phase of the research to analyse data found in the context of the cultural dimensions of respondents.
1 Literature review
The concept of brand
There is probably the most famous statement about the brand of the advertising guru David Ogilvy: "A brand is what you get from your factory after it burns down." (2007, p. 15 ). This quote clearly shows the importance of the brand even more nowadays, which is characterized by a saturated market of products and services. Consumers can choose items from each product line; and in most cases, they often make decisions based on a brand. This is supported by the Haig (2006) , who says that if there were no brands, every product would have a potentially equal chance of success: burgers would be just burgers, athletic shoes would be just athletic shoes and dark sparkling water with cola flavour would be simply a dark sparkling water with cola flavour. This means that the difference between successful and unsuccessful products is not based on the product itself but on the brand.
There are several definitions of the term, as it is usual with such a complex concept, which 'brand' certainly is. Marketing specialist Kotler defines a brand as "the name, the title, the creative expression or combination of the preceding elements. Its purpose is to distinguish the goods or services of one seller or group of sellers from goods or services of competitors " (1998, p. 390) . The local author Lesáková writes, that the brand identifies not only a manufacturer, but also a service provider or a merchant, while marking goods with a specific brand is a fundamental instrument of a communication with target groups. The aim of marketing and communication strategies is that consumers perceive the brand as something specific and can satisfy their needs in an optimal way (2002) . We add the final definition that the marketing and communication objectives should not meet 'only' needs, but in an ideal situation also the expectations created among a target group of consumers. In our perception, the needs and expectations of relatively large scale are interrelated and they influence each other. Expectations can create additional needs and vice versa, while meeting the needs does not automatically means meeting the full expectations. In this context, we can perceive a brand as a promise, which the manufacturer 'gives' to the consumer, that his expectations of the set of properties and features of the product or service will be met.
Aspects of a brand
Aspects of a brand are often factors that are used to clearly identify the brand and thus differentiate themselves from the competition, but also to increase the value of the brand itself. Therefore, the factors that directly affect the success of the brand on the market and are strongly influenced not only by social but above all the cultural values of consumers at the same time. A brand is defined by these main attributes: a name, a logo, colour and identity. The secondary brand attributes are: a slogan and a sound or music theme.
Name
Brand name selection is a complicated process from several aspects. First, nowadays, it is very difficult to find a name that has not been used or does not create some certain predetermined associations. As advertising guru David Ogilvy says: "To find a name, that has not been registered by another company, is damn difficult" (2007, p. 168) . When determining the title, we need to build mainly on the fact, for whom the brand is primarily designed, as well as on its predicted longterm investment and territorial action. The brand name should be established so that it cannot be changed or edited in various stages of the life cycle of a product, or that the product launch extension should not have any effect on the brand on geographically diverse markets. Each change implies a certain inconsistency in the mind of the consumer and can prove fatal for further brand action in the market, ideally, if the name is clear, concise and useful about the product. Moreover, if it has no negative connotations of the translation into foreign languages as part of its further dissemination across cultures.
Logo
Logo means for its brand a visual expression and is one of the most important brand identifiers. Healey (2008) defined logo as a characteristic functioning attribute in the context of the external environment, so that it evokes a clear understanding of brand in the mind of the recipient, stimulates his personal experience and strengthens the position for the other interactions. The strength of the logo appears even if a consumer can identify the brand without the brand´s name. For instance, looking at the 'tick' sign, Nike brand automatically comes to mind of many. Graphic visualization of the logo, as well as the name, should not create negative connotations in the mind of the consumer through the symbols that are perceived negatively in his culture.
Colour
A selection of colours in visual processing of the logo is as important as the actual visual processing, as the overall completion of the logo is not critical only for the shape, but also for colour processing. Colour perception differs by gender, age, religion, psychological profile of the individual and his personal preferences and experiences. Moreover, the interpretation of colours is greatly influenced by cultural society factors (Svetlik, 2003) . It is, therefore, essential to consider carefully the selection of colours in graphic designing of the logo of a brand, and to consider the above factors with the respect of the target groups, the preferred brand positioning and possible different colour perception in various cultures (i.e. a white colour is a symbol of death in Asian countries, though it is a colour of innocence and purity in Europe).
Brand identity
In addition to the visual processing of a brand that we have described above (name, logo, colour), the brand has the psychological level of expression -it is a way how consumers perceive the brand in the context of a rational and emotional benefits. In fact, Aaker (2003) argues that brand identity is a supporting factor in building relationship between the brand and consumers. Another author, Štensová, characterizes the brand identity as a "set of associations, ideas in the mind of the consumer and these associations represent what the brand represents and they envision some promises of a producer or trader to the consumers" (2006, p. 21) . The author adds, there is the crucial role of the associations linked to the characteristics and values of the user that create an internal image as the result of emotional processes in the mind of the consumer. In this context, we can define brand identity through the association map -a concept which we will discuss later.
Slogan
Although, we have defined the slogan as a secondary attribute of a brand, its status in the brand communication is very important. Frequent repetition of descriptive slogan works much like a graphic symbol; therefore, it is easy for the recipient to remember it. Thanks to an abridged form and symbolic nature of a slogan, this form of communication is used as a universal means of advertising, either alone or in addition to other forms of advertising (Jablonski, 2006) .
Matúšová writes (2012, p. 38) , that the slogan should be "short, snappy and deliver a simple message. It is often based on emotional appeal to employ consumer around the brand." We agree with this statement, and we emphasize the main nature of reference simplicity, which must be communicated clearly with the target group. It is also important, that the slogan is based on the advertising appeals that characterize the nature of the product or service. This enables a successful connection of the slogan and brand.
At the global marketing, we often face to a major decision whether a slogan associated with a global brand should or should not be translated in different markets from a geographic perspective. Verbal language is clearly an important element of communication and very specific factor in understanding the communication message. A small variation in pronunciation or 'hidden' associations can completely change the meaning of a word or a whole sentence. There are plentiful wrong and unsuccessful translations in the world of marketing. There may be two solutions: to keep an original English slogan untranslated at all, or to have two language versions -English one and a national one.
Sound or music theme
Sound or musical accompaniment is defined similarly to a slogan as a secondary attribute of a brand. In case, that the company decides to include this component in its brand communication, it must respect certain basic rules. First, sound theme is mainly considered to be an accompaniment of communication which means that it should execute its supporting role and, therefore, it can hardly operate in the communication independently. The force of a music theme is particularly the frequency of its repetition. Suitably selected sound or music phrase is intended to act on the emotional level of the recipient, and thus creates links especially in the subconscious level. Likeable tune or jingle then helps to create a link from the emotional to the rational level, so that, thanks to the familiar sound, the recipient can think of a brand, with which the sound is associated with.
But again, it is necessary to consider the fact that different melodies are preferred in different cultures, what can be used, for example, in promoting the brand in the country of origin effect strategy (e.g. Switzerland = high quality = Swiss watch = quality watch). In case that a considered country has a negative impact on the perception of the brand (e.g. poor quality of Chinese products), this emotion moves onto the actual product or service.
Brand as an association network
A brand is illustrated as a combination of various associations being created in the mind of the consumer. Introducing the operation of the association network of a brand is essentially important for understanding the role of an advertising and its central role to be played by developing global brands. There is evidence, that a direct link between consumers and brands is the result of the advertising. Meanings, that consumers give the objects of the material world, largely affect their buying behaviour. And the aim of an advertising is to assign some attributes to some major brands. These meanings are then evaluated in the context of the target group, its motivations and aspirations. The fundamental objective of the advertising should be to create a strong association network of the brands to meet the consumer's values and motivations (De Mooij, 2010) .
The main elements of the association network of a brand include: benefits, values, products, attributes, visual image, places, events, moments, moods and users.
Figure 1 Elements Brand Association Network
Source: De Mooij, Global Marketing and Advertising, 2010, p. 39. These elements are strongly influenced by cultural values of existing consumers. They also establish the basic platform for the evaluation of the perception of a surveyed global brand by consumers included in the survey of this paper.
Methodology

Subject of the research
A global brand of the Mexican beer Corona Extra is the subject of the survey. The Corona Extra is the best-selling Mexican beer in the world; its communication strategy is built on the effect of country of origin. The brand was established in 1925 in Mexico. Since 1997, the Corona Extra has become the best-selling imported beer in the US. To empower its position as the Mexican symbol worldwide in 1999, the company launched a campaign with the slogan "La calidad no tiene fronteras" (Quality has no borders). In 2009, they launched a global campaign "Experience the Extraordinary ", which is positioning the brand as an unusual beer for unusual moments. On its Web site, the product is presented as a 'way' to connect people, and the foreigners become friends and friends become even closer friends. Because Corona is more than just a beer. It represents the philosophy of living the moment, which is adopted by the whole world. Corona is not trying to complicate things, quite the contrary. Therefore, the Corona is drunk straight from the bottle, which is transparent, for there is nothing to hide in terms of composition and quality of beer. The restaurants or pubs are offering it cooled off and with a piece of lemon served directly on the neck of the bottle. "There are beers and then there is Corona "-others try to imitate it, but the original is the only one (www.corona.com).
Coding tools
In the first phase of the survey, we used the association network as a coding tool for recording associations induced by the brand (see image 1). In the second phase of the research, we used Hofstede's cultural dimensions for Slovakia, Germany and Spain (see table 1). 
The research sample
Our research sample was represented by the students of a master degree study programMarketing and Mass Media Communication -in the field of study 3.2.3 -Media Studies -at the Faculty of Mass Media, Pan-European University, who signed up for the compulsory optional course -International Marketing -in the academic year 2015/16. The survey was attended by the total number of participating students -15.
The selection of the sample corresponds to the age of the target group of the Corona Extra brand, which is 18-35 years.
Research plan
The research plan was conducted in two phases. In the first phase, we examined associations connected with the Corona Extra alcoholic beer brand (Mexican beer) on a sample of respondents in the form of focus group. In the second phase, we analysed the data found in the context of existing Slovak cultural values and compared with the results of the survey, which was conducted on a sample of German and Spanish students by an expert on intercultural issuesMarieke de Mooij (2010, p. 41).
The results, interpretation and comparison of the results
The results
In this part of the paper, we present the results of the association maps of the samples of respondents -students of the Faculty of Mass Media at Pan-European University. Figure 2 shows how a sample of students perceive a global brand of the original Corona Extra Mexican beer.
Figure 2 Corona Extra brand association maps of Slovak students
Source: own processing
Interpretation of results
The results are interpreted based on Hofstede's model of cultural dimensions. Explication: Although the results of the Světlík research show Slovakia as a famine country, we argue that rather masculine values prevail in Slovakia. High MAS index manifests in practice a relatively strong differentiation of the sexes. The perception of the assessed brand of beer as 'female' Radler confirms this argument. Also, the association of the beer with 'Breezer' is a form of attribution of female characteristics of the product, as especially women drink Breezer.
High IDV index is reflected in the chain, 'style' -'image' -'exclusivity' in the sense of 'exclusivity' or 'uniqueness'. These characteristics, together with the 'personalization' of the drink, which is formed by adding a piece of lemon, are complementary and establish the essence of the individualism index.
The 'sun' -'Summer' -'vacation' -'beach' chain is the result of a global brand communication, with emphasis on the effect of country of origin. Mexico is associated primarily with the vacation destination in the Caribbean for our geographic latitude.
Comparison of the results
The figure 3 shows the results of a similar survey on a mixed sample of German and Spanish students. Explication: Spanish people are in the context of other European countries collectivist (IDV: 51), which can be assigned to the values of solidarity and 'belonging' to the larger whole. Low scores of the masculinity index (MAS 42) are reflected in the prevailing feminine values in society, that prefers harmony, the emphasis on interpersonal relationships, and at the same time, the excessive competitiveness is not supported there. Spanish people are known for having fun in an informal atmosphere, and can fully enjoy life in the present. These aspects of their life philosophy are, therefore, reflected in the value of 'happiness'.
Slovakia, Germany and Spain Comparison
Slovaks and Germans are typical for a higher level of IDV index, but the symptoms are somewhat different due to the respondents' descriptions. The Slovak chain 'style' -'image' -'exclusive' is typical in the sense of 'exclusivity'. The German chain is 'independence' and 'freedom, ' that is rather differentiating themselves from their group and accent on individuality.
Higher MAS index is reflected by the Slovaks by gender differentiation and attributing female characteristics to the examined brand ('female' and 'radler'). The German index displays early signs of success and competitiveness, which is viewed positively in masculine culture.
Slovaks are different from the Spaniards in the IDV index. Slovaks are substantially rather individualistic, Spanish people collectivistic on the other hand and, therefore, there is not a large common penetration in the brand perception by the respondents from these countries. Similarly, the two surveyed countries are on opposite poles in the MAS index. As mentioned earlier, the Slovaks are rather masculine culture and Spanish people feminine. This difference is also reflected in a different perception of the brand. Slovaks associate the brand with exclusivity, image and style, what are the signs of masculine values. By contrast, there is emphasis of the Spaniards on belonging and happiness.
We can generally state that the Slovaks are rather closer to Germans in the cultural values, which are reflected in the perception of the Corona Extra brand (IDV, MAS). They significantly differ from Spanish people in the KOL and MAS indexes, which means that the both studied countries even largely differ in the perception of associations with the brand.
The respondents of all countries share common perception and brand connection with the effect of country of origin, i.e. 'Mexican Restaurants' and 'sun' -'Summer' -'vacation' -'beach'. As mentioned above, this is a consequence of the global communication based on the promotion of the beer connected to the country -Mexico.
Conclusion
In the presented paper, we looked at the definition of the brand in terms of its association network, which is largely influenced by cultural aspects of target markets. Culture, as an important internal factor of consumer behaviour, plays a strategic role in the life of a consumer in the modern age in the context of globalization and internationalization (Svetlik,2012) . Brand helps the consumer decide which product to prefer over others, sometimes very similar products, often not only based on logical arguments. His relationship established on the brand plays a large role and is based on emotional factors. Popularity and preference for the brand are also based on existing associations bonded with the brand, which he creates in his mind himself. These associations are largely created by the advertising communication of the company. The communication designed to the global level does not automatically mean understanding and a correct interpretation of consumers in all parts of the world. Understanding intercultural differences, therefore, appears to be the key to decode advertising messages, despite the financial demands of this marketing strategy.
In the survey of the work, we found that the associations formed by consumers about the Corona Extra brand, on the one hand, mutually vary depending on the countries studied. On the other hand, they correspond to the cultural values of the nation, and thus confirm the strong influence of the cultural aspects of a brand perception. At the same time, we also found a common feature characteristic for all countries surveyed, resulting from a uniform global brand communication, with emphasis on the effect of country of origin. The selection of the sample corresponds to the majority intervention within the primary target group of consumers of the surveyed brand, despite certain limitations in generalizing the results to the national level of the population of the countries surveyed are not excluded.
